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This book, looki ng like the outcome of managerial entrepreneurship, is 
intended to fi ll the yawning gap in the management literature indigenous to 
Nigeria; and it is my humble contribution to the growing pool of indigenous 
business texts that help to reduce our dependence on expensive and often 
marginally relevant foreign books. The book is designed to acquaint the reader 
with the skills and strategies of marketing in the services sector of the economy-
particularly the profi t-oriented businesses. 
Besides, a num ber of courses in business seek to show the marketing 
appl ication of quantitative methods, multivariate statistics, and behavioural 
sciences. This emphasis on new techniques and inter-d isciplinary relationships 
has led to the relat ive neglect of analytical tools developed in the accounting 
and finance areas. Th is book is therefore designed to offer the business students 
the necessary aid in managerial decision making and marketing control which 
such accounti ng tools can provide. 
The book s'pecifically, among other things, seeks: 
• To fami liarize the student with the accounting and finance tools which 
aid managerial decision making and marketing control. 
• To enable the student discover the nature and importance of these 
analytical tools in marketing management. 
• To enable the student identify the specific areas of application and 
li mitation of these profit-oriented aids to dec ision making and control. 
Furthermore, the book is designed to enable the students cope with the 
growing dynamism in the marketing of financ ial products in insurance, banking, 
and stock exchange industries. The nature of competition in these areas requires 
that marketing techn iques be customized for excellence in our rapidly growing 
economy. The book exposes the reader to th is "customization process". 
Going through this material, the reader is sure to : 
• Apprec iate the need for marketing in the financial services industry. 
• Understand the specific ways of applying marketing techn iques to the 
fi nanc ial sector of our economy. 
• Know the structure of the financial sector and be able to develop 
financ ial products that meet the demands of competition as well as 
customer expectation. 
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PART ONE: SERVICEAPPROACH 
1.1: THE CONCEPTS OF MARKET AND MARKETING 
OBJECTIVES: 
Different meanings of market 
Types of markets 
Different concepts of marketing 
INTRODUCTION: 
Markets are of various types and understanding them enable proper 
determination of appropriate strategies to be adopted in each market type. 
The term market is difficult to define. From the primitive or the layman's 
perspective, it is said to mean the physical place where exchange of value 
takes place between the seller and the buyer. In this sense, electronics 
market would mean a physical location for buying and selling electronic 
items. For the economist, however, the term market may mean all 
established facilities that enables easy contact between the buyer and the 
seller which makes it possible for value exchange to occur between buyers 
and sellers (e.g. the NASDAQ which is the electronic stock exchange in 
the United States of America). In other words, the economist is interested 
in both the demand and supply sides of the transactions when defining 
the term 'market'. It may also mean the body of rules and regulations 
which regulates transactions in a particular product ( e.g. the stock market, 
the money market etc). For a marketer, however, the market for a product 
would be the aggregate of the potential buyers of that particular product. 
In this context, the buyers constitute the market while the sellers 
constitutethe industry for that product. Therefore, the use of the industry's 
product to satisfy the needs ofthe potential buyers is called Marketing. 
13 
F r o m  t h e  f o r e g o i n g ,  t h e  c o n c e p t  o f  m a r k e t  i s  a n  a l l - e n c o m p a s s i n g  o n e  a s  
i t  i s  t h e  f o u n d a t i o n  o f  t h e  e n t i r e  m a r k e t i n g  f u n c t i o n .  I t  e m p h a s i z e s  a n  
i n t e r f a c e  b e t w e e n  t h e  s e l l e r  o f  a  p r o d u c t  a n d  i t s  b u y e r ,  t h e  p r o d u c t  i t s e l f ,  
i t s  q u a l i t i e s ,  p r i c e ,  p r o m o t i o n  , d i s t r i b u t i o n  e t c .  H e n c e  i s s u e s  c o n c e r n i n g  
m a r k e t i n g  a n d  m a r k e t s  a r e  i n t e r w o v e n  a n d  i n t e r r e l a t e d  a n d  o n e  c a n n o t  b e  
e f f e c t i v e l y  d i v o r c e d  f r o m  t h e  o t h e r .  H o w e v e r  i t  i s  w o r t h  n o t i n g  t h a t  i n  t h e  
m a r k e t  t h e  f o r c e s  o f  d e m a n d  a n d  s u p p l y  o f t e n  i n t e r p l a y  w i t h  e a c h  o t h e r .  
T Y P E S  O F  M A R K E T S  
M a r k e t s  c a n  b e  t y p o l o g i z e d  i n t o  m a n y  f o r m s  d e p e n d i n g  u p o n  t h e i r  v a r y i n g  
c h a r a c t e r i s t i c s .  H e n c e  m a r k e t s  c a n  e i t h e r  b e  s e l l e r  m a r k e t ,  B u y e r  m a r k e t ,  
p e r f e c t l y  c o m p e t i t i v e  m a r k e t ,  m o n o p o l i s t i c  m a r k e t ,  o l i g o p o l i s t i c  m a r k e t ,  
p r o d u c t  m a r k e t ,  s e r v i c e  m a r k e t ,  i n d u s t r i a l  m a r k e t s ,  r e s e l l e r s '  m a r k e t ,  
r e g i o n a l  m a r k e t s ,  i n t e r n a t i o n a l  m a r k e t s  e t c .  
•  S E L L E R ' S  M A R K E T  
A  s e l l e r ' s  m a r k e t  i s  t h e  m a r k e t  i n  w h i c h  t h e  s e l l e r  d i c t a t e s  t h e  p a c e  o f  t h e  
m a r k e t  a n d  p r i c e  o f  t h e  p r o d u c t ,  a n d  t h e  b u y e r s  h a v e  l i t t l e  o r  n o  o p t i o n .  
T h i s  t y p e  o f  m a r k e t  i s  u s u a l l y  c h a r a c t e r i z e d  b y  e i t h e r  a  s i n g l e  s e l l e r  o r  a  
s m a l l  n u m b e r  o f  s e l l e r s  w h o  a r e  s t r o n g  e n o u g h  t o  d i c t a t e  t h e  t e r m s  a n d  
c o n d i t i o n s  u n d e r  w h i c h  t h e  o f f e r e d  p r o d u c t s  w i l l  s e l l .  
•  B U Y E R ' S  M A R K E T  
A  b u y e r ' s  m a r k e t  i s  t h e  t y p e  i n  w h i c h  t h e  b u y e r s  d i c t a t e  t h e  t e r m s  a n d  
c o n d i t i o n s  u n d e r  w h i c h  t h e  p r o d u c t s  a r e  t o  b e  s o l d .  I n  t h i s  m a r k e t  t h e  
w h i m s  a n d  a s p i r a t i o n s  o f  t h e  b u y e r s  p r e v a i l  a n d  s e l l e r s  s t r i v e  t o  b e  r e l e v a n t  
i n  t h e  m a r k e t  b y  p r o p e r l y  a n d  c o r r e c t l y  d e f i n i n g  m a r k e t  n e e d s  a n d  
s a t i s f y i n g  s u c h  n e e d s .  
•  P E R F E C T L Y  C O M P E T I T I V E  M A R K E T  
A  p e r f e c t l y  c o m p e t i t i v e  m a r k e t  i s  o n e  w h e r e  b o t h  t h e  b u y e r s  a n d  t h e  s e l l e r s  
h a v e  e q u a l  r i g h t  t o  d i c t a t i n g  m a r k e t  c o n d i t i o n s .  E a c h  c o n c e r n e d  g r o u p  
u s u a l l y  t a k e  a  p o s i t i o n  i n  t e r m s  o f  p r i c e s  o f  p r o d u c t s ,  p u r c h a s e s ,  s u p p l y  
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of service marketing and identifies the unique features of 
marketable service with emphasis on marketing concept and its 
grow ing relevance in the contemporary service sector. The second 
part underscores t he need for full - scale deployment and 
customization of marketing tools in the business of the financial 
sector for optimal results. The concluding part explores the various 
w ays of applying analytical tools developed in finance and 
accounting areas to aid managerial decision making in t he 
execution of marketing programmes. The book w ill therefore serve 
as a good handbook for all business students and practitioners. 
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